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PRACTICE DEVELOPMENT FOR THE ESTABLISHED FIRM
For a number of years now, we CPAs over the age of 
forty have been slowly but surely warming up to 
such terms as marketing, selling, logos, cold calls, 
telemarketing, and client solicitation. Many of the 
articles we have read, speeches we have heard, and 
seminars we have attended during this time have 
tried to awaken us to the startling changes going on 
in our profession and prepare us for the decade 
ahead. As a result, many practitioners have seri­
ously considered or begun the process of hiring a 
marketing director, establishing a marketing com­
mittee, selecting a firm logo, developing a market­
ing plan, targeting potential new clients, and 
engaging in direct advertising and the mass mailing 
of newsletters.
It occurs to me, however, that although all of the 
above-mentioned strategies should be considered 
and in many instances used, there has not been a 
great deal of comment on how an established firm 
(that is, a firm in existence for about fifteen years) 
might build upon its established practice and pre­
pare itself for dealing with future professional 
demands. So much of current marketing materials, 
strategies, and recommendations are really keyed to 
the development of a relatively new practice. I 
believe that a preponderance of them, while cer­
tainly viable, are not the desired primary strategy 
for many established CPA firms.
A successful, established firm usually has a good 
client base, a minimum of two or three specialties, 
several partners who are recognized in the com­
munity, and a nucleus of highly qualified staff mem­
bers. I believe that such a firm will obtain the 
majority of its new clients through referrals from 
satisfied clients and other sources who are aware of 
its reputation. If this is so, the firm’s primary prac­
tice development goal must be to provide present 
clients with high-quality accounting services on a 
timely basis for a reasonable fee.
With this in mind, the initial step of the partners 
and senior staff of an established firm should be to 
carefully review its operations with an eye toward 
setting standards that ensure that clients do indeed 
receive high-quality, timely services. This initial 
step would include setting goal dates and establish­
ing checkpoints to ascertain that the desired results 
are being achieved and evaluated. Once this process 
is under way, the firm can then address the following 
questions that relate to its present client base, spe­
cialties, and staff, and to its future plans.
□ Which of our present industry/service spe­
cialties provide the best opportunities for 
obtaining new clients or increasing services to 
present clients?
□ Is the staff aware of the firms practice develop­
ment goals and properly trained to help attain 
them?
□ Have our clients been made aware of our inter­
est in expanding our capabilities in services 
that relate specifically to their businesses?
Once these questions have been satisfactorily 
addressed, the firm can take the following steps to 
position itself for expanding its client base in the 
desired specialized areas.
Regular one-to-one contact with targeted pro­
spective clients. In our firm, senior staff and part­
ners target specific prospects and arrange lunch and 
dinner meetings with them or take them to social 
affairs and sports events. The main idea is to create 
opportunities to inform prospective clients about 
our firm, let them know we perform the types of 
work they need, and that we would like their busi­
ness.
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Regular one-to-one contact with targeted referral 
sources. These referral sources are mainly lawyers, 
bankers, and insurance agents and brokers. 
Basically, we take the same approach as with pro­
spective clients, except that with referral sources, 
we can be more direct about our interest in obtain­
ing new business.
Send firm newsletters to clients and prospects on 
a regular basis. Mailing newsletters won’t neces­
sarily bring in business, but they help to keep your 
firm's name in readers’ minds. Then, when people 
need help, they tend to automatically think of you.
I believe the key to firm newsletter effectiveness is 
that they are short, to the point, and easy to read. 
Most recipients don’t expect newsletters to be full of 
hitherto unknown, essential information that needs 
prompt action. In my case, they just think, Old 
Bums still remembers me. They know the firm is 
still there.
Ours is a four-page newsletter, which we now mail 
quarterly to keep costs in line. We previously mailed 
it every month, but as we also have specialty news­
letters covering the medical, banking, and con­
struction fields, many key people still receive two 
newsletters each quarter. If there is a need to alert 
readers to special information—tax legislation, new 
partners, and so on—we have a matching one-page 
insert which can easily be prepared for the regular 
newsletter.
Give speeches to and write articles for specific 
industry groups. The idea here is to target specific 
industry groups you believe offer service oppor­
tunities, and arrange to give presentations to them. 
There is no doubt at all that speaking at such meet­
ings and being introduced as "an expert” does won­
ders for your credibility. (Writing articles in trade 
journals can have the same effect.)
As an example, one of our partners spent a morn­
ing, recently, giving a detailed presentation to con­
struction firm personnel on cash management. At 
lunch, when the senior executives of these firms 
were holding a regular meeting, he gave an overview 
of sound cash-management ideas. This, quite natu­
rally, put our firm in a good light and enhanced our 
image as knowledgeable, helpful CPAs.
One suggestion to shorten the preparation time
(continued on page 8)
A Networking Program for Small Firms
If you don't want to merge or become a larger firm, 
how can you continue to serve clients in an 
increasingly complex environment? How can any 
one person have sufficient expertise to adequately 
provide tax, audit, litigation, management, and 
computer services, for example. No one can, of 
course. One alternative for small firms is to network 
or affiliate with other small firms or with larger 
(local, regional, or national) ones. Robert A. 
Peyroux, who for many years was managing partner 
of a large local firm in New Orleans, describes how 
the affiliate program developed there works.
Mr. Peyroux says the first step is to establish a 
relationship that lets the smaller firm know that the 
larger one can and will perform services for it. Then, 
when the small firm has an opportunity to perform 
an engagement beyond its technical competence or 
for which it doesn’t have sufficient personnel, it 
knows it can call on the other firm to assist it. The 
big problem that has to be overcome is trust.
A small firm is faced with the worry of losing the 
client to the larger firm, or of not being able to 
perform the work and losing the client anyway. The 
small firm, therefore, has to find a firm it can trust, 
and must ask for a guarantee that under no circum­
stances will the other firm accept the client without 
the small firm’s involvement.
Mr. Peyroux says, "We have done this for over ten 
years, now. We have about sixteen smaller local 
firms that are affiliated with us on a job-by-job 
basis. There are no long-term contracts. We joint­
venture special projects—special tax and computer 
engagements, for example. Whenever an oppor­
tunity arises that the smaller firm thinks it cannot 
handle, it calls us. We guarantee in our memoran­
dum of agreement that we won’t take the client.”
Mr. Peyroux says that this arrangement has not 
resulted in any problems at all for the larger firm. 
The affiliate program was begun when the firm from 
which he recently retired was a large local firm, and 
it survived the firm's merger with a national firm. 
The affiliates remained with the program because of 
the rapport and trust that had been established. Mr. 
Peyroux thinks programs such as this could provide 
many small CPA firms with alternatives. □
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Managing for Future Profit: 
Another Perspective
I read with great interest the article "Managing for 
Future Profit" in the February 1991 Practicing CPA. 
As a sole practitioner, I would like to add my per­
spective to a few of the issues Mr. Atkinson dis­
cussed.
I resigned from two partnerships during the first 
part of the 1980s because in both instances I found it 
difficult to deal with firm affairs and still have time 
to keep abreast of professional standards, tax law 
changes, new technology, and clients needs. For the 
past several years, I have worked without any part­
ners. While my financial remuneration has not been 
outstanding, my ability to meet clients needs is 
quite satisfactory, and the quality of my life-style 
has improved dramatically. I deliberately limit my 
business so as to avoid unfamiliar areas and to 
enable me to stay current on those issues that affect 
my clients.
Regarding the economics of practice, I maintain a 
fairly high hourly rate and usually experience write­
downs of ten to fifteen percent. If that percentage 
drops, I raise my rates.
I am opposed to fixed-fee arrangements with cli­
ents. Rather, I prefer to concentrate on establishing 
relationships that demonstrate my concern for 
them. I find that when clients know you are con­
cerned about them and make sure they receive value 
for their money spent, they are less likely to com­
plain about their bills.
When a client asks for a fee estimate, I try to give a 
realistic price based on what I am charging other 
clients for similar work. This approach does not 
often result in any problems. Most new clients are 
referrals, so they already have an idea of the stan­
dard of service they can expect to receive. I encour­
age clients to refer new business to me, and this has 
quite often resulted in my obtaining clients whose 
billings are much higher than the clients’ who 
referred them.
I agree with Mr. Atkinson that the work load is 
unbalanced. It is the October-November period 
that seems to be my slack time, however, rather than 
the summer months. This causes significant cash 
flow problems early in the year because it is the 
billings from these months that we collect in Janu­
ary and February when I must make a higher invest­
ment in staff time for tax work. I think the solution 
to the problem might be to start yearend tax work 
earlier to increase revenues during the fall months.
For many of us, marketing is still a relatively new 
area. Often, finding an approach that works is a 
matter of trial and error. Different approaches are 
needed because what works for one firm in a certain 
environment may not work for another firm in a 
different environment. This can necessitate consid­
erable investments of time and money before the 
desired results begin to show. Because so much of 
the time spent on practice development activities 
takes place after normal working hours, there 
should be some element of personal interest 
attached to these activities if the effort is to be sus­
tained.
I believe that competition is what you allow it to 
be. If you have developed a reputation for expertise 
in some particular niche, competition falls by the 
wayside. I don’t win in situations where I compete 
on fees, but I am sought after to advise on changes in 
client organizations. The competition can't do this 
because they don’t know what my clients need.
I think that if, on completing a specific engage­
ment and seeing an opportunity to provide an addi­
tional service, you then have to convince the client of 
the need for that service, you are in a vulnerable 
situation. I try to establish a different type of client
Program Set for 
Small Firm Conference
The AICPA Small Firm Conference, which 
focuses on the needs of sole practitioners and 
partners of small CPA firms (two to four part­
ners, two to twenty total staff, and gross fees up 
to $1 million), will be held on August 28-30 at 
the Walt Disney World Swan Hotel in Orlando, 
Florida, and on November 13-15 at Caesars 
Palace in Las Vegas, Nevada.
Discussion topics include tips and tech­
niques for professional networking, practice 
development through community service, 
when to hold retreats, integrating new clients 
into the firm, managing amid change, organiz­
ing your firm for greater efficiency, effective 
partnerships, what the best business gener­
ators do to increase business, finding your 
niche and making it work, improving your bill­
ings and collections, controllership by the 
hour, harnessing computers for firm prof­
itability, introduction to litigation services, 
and dealing with difficult people.
In addition to the presentations, attendees 
can participate in evening open forums on 
managing sole proprietorships and small part­
nerships.
The registration fee is $475. (Recommended 
for 19 hours of CPE credit.) For further infor­
mation, contact the AICPA industry and prac­
tice management division, tel. (212) 575-3814. 
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relationship. For example, if I finish a tax return and 
find a client needs tax planning, I can simply call 
and say, "I see, by the way, that your income and 
deductions have changed and that we need to do 
some serious planning.” Rather than seeing it as my 
selling a service, the client is grateful for the interest 
shown.
Start looking at why 
2,500-hour work years 
are necessary.
It has been my experience that such relationships 
reduce pricing pressure and opportunities for com­
petitors to entice your clients. In twenty years of 
practice, I have only twice lost clients to other CPAs. 
One time was due to a clients growing at a faster 
rate than my firm could accommodate, and the 
other loss, temporary as it turned out, was because 
of promises the other firm made but could not keep.
My remaining comments concern employee rela­
tions. I wonder what type of role models we make 
when we tell beginning accountants success is tied 
to 2,500-hour work years. Do people really want to 
have that kind of commitment for twenty-five to 
thirty years of their lives? It may be financially 
rewarding, but at what cost?
I say start looking at why such hours are neces­
sary. Do you really need all the office space you 
currently have? Are you using technology to its full­
est potential? If staff was trained better, could you 
reduce time spent reviewing work? Could you 
increase time available for work by reducing com­
muting time? I did.
Ten years ago, I had a twenty-mile commute that 
took up to one hour each way (that is, five hundred 
hours a year). I now commute thirty feet. I no longer 
arrive for work at a high stress level. I believe my 
time is spent more effectively and, as a result, I have 
more time for work and more time for my family.
With personal computers, FAX machines, and 
multi-line telephones, I am accessible to all, yet I 
spend little time on the road. When face-to-face 
meetings are necessary, they are usually most pro­
ductive because all parties operate on the basis that 
they must be important since they are so rare.
Like Mr. Atkinson, I believe we will see major 
changes in our profession during the next ten years. 
Practices that don’t adapt to these changes will 
likely fail. □
—by John Trapani, CPA, 8756 Encino Avenue, 
Northridge, California 91325
More Answers to Your Questions
Following are two more responses by consultant 
Donald B. Scholl to questions from conferences. 
(See May 1991 Practicing CPA.)
Our overhead is lower than the recommended 
one-third of gross revenues. Do we have anything to 
be concerned about?
Mr. Scholl said he did not think there was any­
thing to worry about, but that the firm should make 
sure it was not being overly influenced by factors 
that might not continue. The overhead might be at 
that level, for example, because the firm was in the 
eighth year of a ten-year lease on its office space. The 
rent might be substantially below the rate obtain­
able at renewal.
Marketing expense is another area Mr. Scholl sug­
gested the firm look at. A review of its practice 
development program would show if it is commit­
ting enough resources to attract new business.
Continuing professional education (CPE) is a 
major item in overhead. Mr. Scholl says that if the 
firm is spending too little on CPE, it could have 
repercussions down the line if people are not ade­
quately trained and developed to be long-term tech­
nical and managerial contributors.
Issues such as these should be examined. The firm 
can compare its statistics with other firms' by par­
ticipating in the surveys sponsored by the Texas 
Society of CPAs and by the AICPA for conference 
attendees. Mr. Scholl says that if expenditure on 
these items seems to be in line and there are no 
short-lived factors contributing to the low level of 
overhead, this would appear to be a well-managed 
firm.
How much partner capital should be retained in 
the partnership? For example, we require twenty­
percent of current-year billings to be retained dur­
ing the subsequent year. The amount is based on 
individual partnership units. Is this enough?
Mr. Scholl says he believes this would result in an 
adequate level of capital and is a method a number 
of firms are using. As long as work-in-progress and 
accounts receivable are kept under reasonable con­
trol, this level of capital contribution should be suf­
ficient.
Mr. Scholl suggests that accounts receivable and 
work-in-progress be maintained within a range of 
twenty percent (or less) to thirty percent of gross 
volume. This should permit the firm to use a line of 
credit to support the high period, but to be "out of 
the bank" for some portion of the year. □
Editor's note: Mr Scholl can be contacted at D. B. 
Scholl, Inc., P O. Box 3152, West Chester, Pennsylvania 
19381, tel. (215) 431-1301
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Test Your QR I.Q.
Managing a CPA firm in today's competitive market is a challenge.
You need a break, a momentary distraction, a brain teaser, if you will. Here is a chance to make use of 
all that knowledge about the quality review program we know you’ve been storing up inside your head.
Quality review in general
1. The primary goal of the quality review program is to 




2. The following are quality control elements:
A. inspection, performance, and reporting
B. knowledge, competence, and judgment
C. integrity, objectivity, and understanding
D. independence, consultation, and supervision
3. After an initial quality review, an inspection must be 
performed
A. once every three years
B. every two years
C. annually
D. every six months
4. A team captain on an on-site quality review must
A. be a CPA
B. be a member of the AICPA
C. possess current knowledge of applicable profes­
sional standards
D. have at least five years of experience in the ac­
counting and auditing function
E. all of the above
5. Engagements selected for review may be
A. audits only
B. audits and reviews only
C. compilations with no disclosures
D. any accounting or auditing engagement
6. After receiving its Report and Letter of Comments 
from its reviewer, a reviewed firm must submit its 














9. All required personnel must be in compliance with 
state and AICPA continuing professional education 
requirements and must have a proper amount of 
CPE hours allocated among accounting and audit­
ing, tax, and other topics.
A. true
B. false
10. A firm must inform its professional personnel of the 
applicable independence requirements through
A. its personnel manual
B. its audit and accounting manual
C. training meetings
D. memoranda
E. any of the above
11. As principal auditor, one always should obtain con­
firmation of independence from another CPA firm 








13. (a) A firm should document review procedures by 
supervisors and partners on reports, financial state­
ments, and working papers for audits, reviews, and 
compilations; and (b) generally, no one individual 





14. Computer-generated, compiled financial statements 
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Repeal of Estate Freeze Rules 
Creates New Planning Opportunities
Although the Omnibus Budget Reconciliation Act of 
1990 will increase taxes for most individuals begin­
ning in 1991, the new law removes a major obstacle 
to estate planning that may provide signif­
icant tax benefit to owners of family-held busi­
nesses. The controversial estate-freeze rules that 
were enacted in 1987 have been repealed and 
replaced with a set of modified transfer tax valua­
tion rules.
The estate freeze rules were originally adopted to 
prevent taxpayers from making gifts that removed 
future appreciation from their estates without giv­
ing up control over their assets. The rules were 
severely criticized, however, because they were 
overly broad and impeded the transfer of family 
businesses. Unlike the former estate freeze rules, 
which taxed future appreciation by including pre­
viously transferred property in the transferors 
gross estate, the new provisions establish special 
valuation rules that attempt to value the transfer 
more accurately at the time of the transfer, rather 
than at the time of death.
A transfer is valued by subtracting any retained or 
income interest from the total value of the property 
before the transfer. Under some circumstances, the 
value of a retained or income interest is deemed to 
be zero (regardless of its true value). Generally, the 
special rules apply when a senior family member 
transfers an interest in a corporation, partnership, 
or trust to a family member while keeping a prefer­
red interest in the entity transferred.
Valuation of retained interests
A retained liquidation, put, call, or conversion right 
of a corporation or partnership interest is valued at 
zero, unless the right must be exercised at a specific 
time and amount. A retained distribution right, 
other than a periodic payment determined at a fixed 
rate, is valued at zero if the transferor and family 
members own at least 50 percent (by vote or value) 
of the stock of the corporation, or own at least 50 
percent of the capital or profits interest in a part­
nership or are general partners. An irrevocable elec­
tion can be made to treat a retained corporate or 
partnership distribution right as if it were payable 
in amounts and at the times specified in the election.
Example: Father owns 25 shares of the 100 out­
standing shares of noncumulative preferred stock 
in FamilyCo. Grandfather owns the remaining 75 
shares of the noncumulative preferred. Father 
also owns all of the 100 outstanding shares of the 
common stock in FamilyCo. Father gives 25 
shares of the common stock to his son. The non- 
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cumulative preferred stock of both Father and 
Grandfather are valued at zero for purposes of 
determining the amount of the gift by Father to 
his son. As a result, the amount of the gift is the 
same amount as if Father had given 25 shares of 
common to his son in a corporation that had only 
100 shares of common stock outstanding.
If cumulative distribution rights are not paid, 
they will be considered a taxable gift or included in 
the transferors gross estate. Although a taxable gift 
will not occur until after the expiration of a 4-year 
grace period, any taxable gift or estate inclusion will 
include interest. The gift or increase in the gross 
estate generally is limited to the benefit adhering to 
the donee for failing to pay the dividends.
Planning opportunity. The new rules sanction 
estate freezes provided the senior family members 
are willing to pay any applicable gift tax on the 
interest transferred at the time of the transfer. This 
creates an extremely valuable planning opportunity 
for family owned businesses that are not S corpora­
tions. With proper planning, the senior family mem­
bers can retain an income interest in, and nearly 
complete control over, the family business and still 
exclude its date of death value from their taxable 
estates.
Transfers in trust
When transfers (other than transfers of a personal 
residence) are made in trust, the retained or income 
interest is valued at zero unless the interest is a right 
to receive fixed payments, or a fixed percentage of 
the trusts property, payable at least annually. The 
right to payments is valued at the discount rate 
currently used to value charitable transfers.
Example: Mother transfers $200,000 in trust 
while she retains a twenty-year term interest in 
the trust, remainder to her children. Unless 
Mother retains a right to receive fixed payments, 
or a fixed percentage of the trust's property, pay­
able at least annually, the gift to the children is 
valued at $200,000 (that is, the retained interest is 
valued at zero). If Mother retains the right to 
receive $5,000 per year for twenty years, the value 
of the gift is determined by subtracting the pres­
ent value of the $5,000 annuity from the total 
value of the property. This calculation is made 
using special IRS present value tables.
Joint purchases
A joint purchase of property (other than a personal 
residence) is treated as an acquisition of the entire 
property by the holder of the term interest, followed 
by a transfer of the remainder interest. As a result, 
the purchaser of the term interest is treated as mak­
7
ing a gift of the entire property, less the amount of 
any consideration paid by the purchaser of the 
remainder interest.
Planning opportunity. This provision reduces, but 
may not eliminate, the tax benefits of using grantor 
retained interest trusts (GRITs) or split-interest 
purchases to acquire certain property. Although the 
new provision may impose high initial transfer tax 
cost, to the extent the asset appreciates or produces 
more income than required to be paid to the income 
beneficiary, it may be possible to shift value to 
junior family members tax free if the property 
appreciates at a rate in excess of the IRS table 
amounts.
Buy-sell agreements
The value of property is generally determined with­
out regard to any option, agreement, or other right 
to acquire or use the property at less than fair mar­
ket value. In addition, any restriction on the right to 
sell or use such property other than those which are 
bona fide business arrangements whose terms are 
comparable to similar arrangements entered into in 
arms length transactions will not be considered. 
These requirements apply to any restriction im­
plicit in the capital structure of the partnership or 
contained in a partnership or shareholders agree­
ment, articles of incorporation, or corporate bylaws.
Planning opportunity. The new rules with respect 
to buy-sell agreements generally do not apply to 
agreements entered into before October 9, 1990, pro­
vided they have not been substantially modified 
after October 8, 1990. As a result, care should be 
exercised to ensure that the grandfather status of 
unaffected agreements is preserved.
Lapsing restrictions
The value of property is determined without regard 
to any restrictions, other than a restriction that by 
its terms will never lapse. Any right held by the 
decedent with respect to property includable in the 
gross estate that effectively lapses on the death of 
the decedent will, in valuing the property in the 
estate, be deemed exercisable by the estate. In addi­
tion, the lapse of a voting or liquidation right in a 
family-controlled corporation or partnership 
results in a transfer by gift or an inclusion in the 
gross estate.
Increased enforcement
To aid the Internal Revenue Service in enforcing 
these new valuation rules, the gift tax statute of 
limitations will not expire on an undisclosed or 
inadequately disclosed transfer, regardless of 
whether a gift tax return was filed for other transfers 
in the year in which transfer occurred.
Effective date
The rules are generally effective for transfers and 
agreements entered into or substantially modified 
after October 8, 1990. With respect to transfer before 
October 9, 1990, any failure to pay dividends or 
exercise a conversion or other right is not a subse­
quent transfer. The rules on expiration of the statute 
of limitation apply to gifts made after October 8, 
1990.
Conclusion
The repeal of the former estate freeze rules and their 
replacement with new valuation rules creates spe­
cial planning opportunities for owners of closely 
held businesses. The primary benefit of the new 
rules is that estate freezes can once again be used 
provided the family members are willing to pay 
some additional gift tax or utilize a portion of their 
unified transfer tax credit at the time of the transfer. 
The new rules are not as broad as the old estate 
freeze rules and provide a degree of finality with 
respect to the valuation of transfers between family 
members not obtainable under old rules. □
—by William J. Goldberg, CPA/APFS, KPMG Peat 
Marwick, 3000 Republic Bank Center, P.O. Box 4545, 
Houston, Texas 77210 and Rick J. Taylor, CPA, KPMG 
Peat Marwick, 2001 M Street N.W., Washington, DC 
20036
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Practice Development (continued from page 2) 
for a presentation is to use a "canned” speech as the 
base and to add to it specific information that you 
wish to impart to that particular audience.
Targeted seminars for clients and prospects. We 
already have a number of automobile dealers as clients, 
so we target owners of such businesses as prospects. 
We hold seminars for them and always make sure we 
have a mix of clients and nonclients attending.
We generally choose a topic such as financial 
planning or estate planning that is important to the 
attendees from a personal rather than a business 
point of view, and invite, say, twenty-five clients and 
fifteen nonclients. Then, when the attendees begin 
talking with one another, the nonclients find that a 
lot of the people there are clients who know about 
our firm and are enthusiastic about the work we do. 
The clients sell us.
The fact that clients are at the seminar is an en­
dorsement in itself. In our presentations, we make a 
point of saying we are glad to see so many clients in 
the audience. This lets nonclients know that we have 
experience in their area and can meet their par­
ticular business needs. All in all, we find that a mix 
of clients and nonclients at seminars is a great prac­
tice development idea.
The approach outlined above will not necessarily 
be ideal for every established firm. Nevertheless, 
each firm should seriously consider how to use its 
available resources in order to obtain the best 
results per dollar invested in its practice develop­
ment activities.
I believe it is imperative that a firm look toward 
new areas of specialty and new sources of revenue, 
and have an ongoing program to keep its name 
before a specific audience.
Many firms are fooled into thinking that by mail­
ing brochures and newsletters to a thousand busi­
nesses and individuals they will automatically 
expand their client base. This is just not so.
One final word: You need patience and faith when 
engaging in almost any practice development 
activity. First, you must give the process time to 
produce fruit. This requires patience. Second, it is 
difficult to measure success vis-a-vis the dollars 
invested. This requires faith. But by ensuring that 
you only sell the highest quality services on a timely 
basis to the most specific of audiences, you can 
afford to have patience and faith in the knowledge 
that the second part of your practice development 
program will result in more referrals of the desired 
type of client. □
—by E. Bums McLindon, CPA, Councilor, Buchanan 
& Mitchell, 7101 Wisconsin Avenue, Suite 1110, Beth­
esda, Maryland 20814, tel. (301) 986-0600
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